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 Penelitian ini termasuk ke dalam penelitian pengujian hipotesis guna menguji variabel-
variabel yang mempengaruhi purchase intention. Penelitian ini menganalisis tentang variabel 
purchase intention yang dipengaruhi oleh perceived ease of use, perceived usefulness, 
perceived reputation, dan perceived security. Penelitian ini dilakukan di beberapa kampus yang 
berada di Surakarta. Data dari responden pada penelitian ini diambil menggunakan metode non 
probability sampling dan teknik purposive sampling. Responden dari penelitian ini adalah 
mahasiswa yang pernah berkunjung ke Tokopedia dan berniat melakukan pembelian. 
Penelitian ini mengambil jumlah responden sebanyak 200 responden. 
Generalized Structure Component Analysis digunakan untuk menguji hipotesis yang 
dirumuskan dalam penelitian ini. Hasil dari penelitian dapat disimpulkan bahwa: 1) perceived 
ease of use memiliki pengaruh positif dan signifikan pada perceived usefulness; 2) perceived 
usefulness memiliki pengaruh positif dan signifikan pada purchase intention; 3) perceived 
reputation memiliki pengaruh positif dan signifikan pada purchase intention; 4) perceived 
security memiliki pengaruh positif dan signifikan pada purchase intention. 
 Studi ini memiliki beberapa keterbatasan meliputi objek pengamatan dan setting 
penelitian yang hanya berfokus pada situs belanja online yakni  Tokopedia dan pada cakupan 
wilayah Surakarta, sehingga dalam penelitian selanjutnya diharapkan mampu melengkapi 
keterbatasan dalam penelitian ini. 
 






PREDICTOR VARIABLES PURCHASE INTENTION ONLINE SHOPPING 
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 This research belongs to hypothesis testing to analyze the variables that influence 
purchase intention. This study analyzing purchase intention variable which influenced by 
perceived ease of use, perceived usefulness, perceived reputation, and perceived security. This 
research was conducted at several campuses in Surakarta. Data from respondents in this study 
were taken using the method of non probability sampling and purposive sampling techinque. 
Respondents of this study are studentst who have visited Tokopedia and intend to purchase. 
This research took 200 respondents.  
The Generalized Structure Component Analysis software was implemented to test the 
hypotheses formulated in this research. The results of this study concluded that: 1) perceived 
ease of use has a positive effect and significant on perceived usefulness; 2) perceived 
usefulness has a positive effect and significant on purchase intention; 3)perceived reputation 
has a positive effect and significant on purchase intention; 4) perceived security has a positive 
effect and significant on purchase intention. 
 This study has some limitations, including the object and setting research. This research 
only focus on Tokopedia website visitor in Surakarta, so the future studies can complement the 
limitations of this study. 
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